The marketing of cultural and creative landmarks has become important ever since it has been associated with the connection between regional development and people's needs, thus making it is an urgent issue of regional tourism sustainability. From Taipei, Taichung, and Kaohsiung of Taiwan, this study respectively selects one cultural and creative landmark that represents the city as the targets and explores tourists who have visited any of these landmarks in order to analyze the effects of characteristics, surroundings, and marketing activities of cultural and creative landmarks on the public's perceived value and regional attraction. It also constructs a correlation model. After analyzing 578 valid questionnaires, this study realizes that surroundings are the most critical factor influencing people's perceived value of cultural and creative landmarks and enhance a regional attraction; the second most critical factor is the effect of landmark characteristics. However, the impact of marketing activities is insignificant. It shows that people' perception of the marketing activities of cultural and creative landmarks is low. Therefore, in the future the marketing activities of cultural and creative landmarks should come from the aspect of improvement.
Introduction
People's knowledge about the world in recent years has increased immensely, reinforcing their desire for diverse travel experiences. They intend to approach different cultures in different regions by travel, resulting in the strong development of the global tourism industry (Ministry of Culture, 2013) . Hence, governments and industries of different countries are all making efforts to promote buildings and sites with local cultural features in order to attract visitors through these characteristics that are different from other areas. Thus, they enhance the local tourism industry and national development. "Cultural and creative industry" has become one of the key items actively developed by many governments. The development of this industry is based on local culture, historic landscape, and local characteristics, and the scope is extremely broad (Montgomery, 2004) . Without significant and unique objects to reinforce people's impression and memory, the outcome can be ineffective. Therefore, an essential condition to promote local characteristics is the construction of impressive buildings as local landmarks to strengthen people's impression by physical forms.
Cultural and creative landmarks can highlight local characteristics, reinforce a regional image, attract tourists, enhance commercial activities, increase local revenues, and result in outcomes of diverse development (Montgomery, 2003) . However, cultural and creative parks established in different areas can be similar, and they might even not highlight the characteristics and not play the roles of landmarks. Thus, after the activities are finished and people all leave, can cultural and creative parks continue to be impressive and become public landmarks? Will they become regular destinations and accomplish the advantage of sustainable development in their region? These are questions worth a further study.
In the process of globalization, boundaries among regions and groups are disappearing and appearances are becoming similar. Thus, local cultural characteristics and buildings are one of the keys to preserve a local appearance. Cultural and creative landmarks construct a brand new urban image by culture and originality and can help assemble resources and tourists (Montgomery, 2004) . Hence, cultural and creative parks are the key of many countries to strengthen national economic development and the main strategy of urban revival. The purpose is to enhance local culture and strengthen the urban economic base, urban marketing, and competitiveness (Kotler, Haider, & Rein, 1993) . With the establishment of various cultural and creative parks, another issue is how to implement a marketing strategy and draw consumers' attention in order to transform them into important landmarks and regular tourist spots.
The government of Taiwan in recent years has put forth great efforts on the construction of cultural and creative industry parks, resulting in the rise of many new parks, such as Taipei Songshan Cultural and Creative Park, Kaohsiung Pier-2 Art Center, Taichung Cultural and Creative Industries Park, etc. They are the bases of development of the country's cultural and creative industry and even have become well-known local landmarks. Nevertheless, with such a diversity of cultural and creative parks and themes, can they form individual characteristics? Will they become people's cognitive landmarks in the regions? With they draw the public's attention and enhance their interest through marketing activities? Will the surroundings become a target of people's visits? Will they influence people's value perception toward the regions and result in regional attraction? These are important questions to investigate.
Based on previous research backgrounds and motives, this study respectively selected one representative cultural and creative landmark from three cities in northern, central, and southern Taiwan (Taipei Songshan Cultural and Creative Park, Kaohsiung Pier-2 Art Center, and Taichung Cultural and Creative Industries Park) as the targets to analyze their characteristics, surroundings, and marketing activities and their effects on people's perceived value and regional attraction to further recognize the dimensions with the greatest effect and to construct a correlation model.
Literature Review

Surroundings
Regional image is people's overall idea and impression on an area, and it is significantly influenced by their total view on the surroundings of the region (Crompton, 1979) . Therefore, the surroundings of an area are the key factor of regional development, the public's expectation toward the region, and influence people's decision-making of travel and residence (Leisen, 2001; Fakeye & Crompton, 1991) . Martin & Del Bosque (2008) classified regional image into infrastructure, social and economic environment, atmosphere, natural environment, emotional image, and cultural environment. The image results in people's total feelings toward the surroundings of one region.
Surroundings affect the image of one area for tourists (Harrell, Hutt, & Anderson, 1980) . Thus, when the overall image of the surroundings of cultural and creative landmarks matches tourists' expectation, the tourists will be satisfied (Jochen & John, 1999) . Therefore, tourists regard surroundings as a perceived value factor of travel. Customers evaluate the quality of stores by the surroundings and conclude the value acquired as the criterion of their repurchase (Baker et al., 2002) . Likewise, people treat surroundings of a region as a concern for their following travel or stay. Surroundings such as natural landscape, historic relics, and local scenery influence people's emotion and behavior (Bitner, 1992) and further affect the reaction of consumer behavior (Bitner, Barnes, & Ward, 1992; Wu & Zheng, 2014) . Beerli & Martín (2004) proposed five dimensions of the image of travel areas: natural and cultural resources, public recreation and facilities, atmosphere, safe environment, and tourist resources. They form people's overall environmental view and affect tourists' emotion.
Cultural and creative landmarks of many regions in Taiwan tend to be based on historical old streets and cultural relics, natural landscape, diverse designs, and local snacks. Thus, according to previous scholars' classification of regional image, this study divides the dimension of a region's surroundings into natural landscape, cultural relics, infrastructure, and local characteristics as items to measure surroundings of cultural and creative landmarks.
Landmark Characteristics
Many cities in the world are known by their famous buildings or landscape, which even become the image and representative of those places and people's beliefs and cognition of those regions. This is the concept of landmark (Kotler et al., 1993) . The image of one region combined with local spots and various building characteristics result in an overall image (MacKay & Fesenmaier, 1997) . A key success factor for regional or urban development is the creation of a regional image (Chen & Kerstetter, 1999; Crompton, 1979) . Thus, landmarks with characteristics tend to strengthen the creation of a regional image. Consumers can infer or confirm the perceived quality of products by their brand image cognition (Richardson, Dick, & Jain, 1994) ; likewise, landmark characteristics can be the prediction factor of regional quality. Therefore, in many cities or areas, characteristic buildings or landscape are established in order to be impressive and representative landmarks and even enhance the positive regional image for people.
Cultural and creative landmarks should include factors such as recreational function, recreation & entertainment, social education, and quality symbols. As suggested by Park, Jaworski, & MacInnis (1986) , people have different needs for benefits as follows: 1) functional benefit: it assists individuals to solve problems; 2) symbolic benefit: it satisfies individuals' internal needs, such as enhancement of personal value and compatibility in groups; and 3) experiential benefit: it satisfies individuals' desired playfulness. Thus, this study includes the perspective of the needs for benefits in landmark marketing, and from 3 dimensions of benefit proposed by Park, Jaworski & MacInnis, it attempts to find whether landmark characteristics of different regions meet people's relative needs for benefits.
Marketing Activity
The introduction of marketing in regional development has been the trend over time and can improve the economic, social, and cultural dimensions of regions (Wu & Liou, 2015) . Therefore, regional marketing activities can promote landmarks and products with regional characteristics to accomplish the goal of sustainable development (Kotler et al., 1993) . Armstrong & Kotler (2000) argued that a regional marketing strategy can be generalized into four items: 1) image marketing; 2) attraction marketing; 3) infrastructure marketing; and 4) public marketing. It thus reinforces the attraction of the regions and the public's positive attitude.
The application of marketing in a regional development strategy can reinforce the reputation and image of the areas and trigger overall economic activity that can subsequently lead to the vision of sustainable development. Thus, based on the four dimensions of regional marketing proposed by Armstrong & Kotler (2000) , this study explores the content of regional marketing. However, since infrastructure marketing in four marketing strategies is included in one independent variable of this study, surroundings, this study generalizes image marketing, attraction marketing, and the public's word-of-mouth as items to measure regional marketing activities.
Perceived Value
Perceived value is users' evaluation on utility provided by products or services, and it is users' concern between "contribution" of products or services and "feedback" (Dodds, Monroe, & Grewal, 1991) . In certain areas, perceived value can be denoted as the exchange between benefits or advantages acquired by visiting the place and the energy, time, and money paid by people. Based on the concept proposed by Zeithaml (1988) , perceived value can be generalized into 4 views: 1) value is low price; 2) value means consumers acquire the products they desire; 3) value is the equality between prices paid by consumers and quality obtained; and 4) value is the price paid by consumers to obtain what they desire.
Regarding people's perceived value of a certain region, the public's personal senses, perception, and behavior continuously contact or interact with surroundings, and they obtain valuable perception and experience from the process (Schmitt, 1999) . Thus, what is valuable for the public is not only the physical products or environment, but also the experience and ultimate value obtained. By sentimental emotion, they intend acquire a delightful and unforgettable memory (Pine & Gilmore, 2003) . Sweeney & Soutar (2001) classified perceived value of experiential activities into emotion, society, price, and quality. Schmitt (1999) proposed an experimental framework of sense, emotion, thought, action, and correlation, which can serve as dimensions to measure travel experience. In the process of regional development, the public's experience can trigger their affection, curiosity, and perception of image of the place. Thus, appealing experience is the key to a positive perceived value. This study explores the public's perceived value and feelings toward cultural and creative landmarks. Hence, based on the concepts of perceived value mentioned by previous scholars, this study designs variables of perceived value through five concepts: functional value, social value, emotional value, playful value, and aesthetic value.
Regional Attraction
The public's visit or residential intention to go to a certain region is an indicator of regional attraction since positive development in the region can result in people's visit or stay. In terms of individuals' behavioral process, according to their experience, people prefer or detest objects or events, and it influences their behavioral intention and actual behavior (Cronin & Taylor, 1992) . Hence, the concept of behavioral intention can be applied to a measurement of regional attraction. Blackwell et al. (2001) proposed five dimensions to measure consumers' behavioral intention: 1) purchase intention; 2) repurchase intention; 3) procurement intention; 4) expenditure intention; and 5) consumption intention. Boulding et al. (1993) and Cronin et al. (2000) stated that dimensions of consumers' behavioral intention include repurchase intention, recommendation to others, and intention to pay more money. Gronholdt, jms.ccsenet.org Journal of Management and Sustainability Vol. 7, No. 3; Martensen, & Kristensen (2000) applied behavioral intention to measurement on tourists' loyalty to a certain region, including: 1) revisit intention: tourists' intention to revisit; 2) recommendation intention: tourists' intention to recommend a certain region to others and enhance others' visit intention; 3) price endurance: tourists can endure all prices in the region; and 4) extended behavior: tourists actively construct positive word-of-mouth of a certain region to attract more visitors.
This study integrates the behavioral intention perspectives proposed by previous scholars and applies them in the exploration of regional attraction. It generalizes visit intention, revisit intention, residential intention, and recommendation intention as the items to measure regional attraction.
Construction of Research Hypotheses
Relationship between Surroundings and Perceived Value
People tend to be influenced by the surroundings of certain areas, which trigger their perception and determine their behavior. For instance, environmental factors of certain regions such as natural landscape, cultural relics, infrastructure, and local characteristics influence people's cognition, emotion, and behavior (Bitner, 1992) . Likewise, the atmosphere created by stores, the locations of commercial circles, and parking lots form the overall image of stores and surroundings. When consumers identify with the said image, they have positive emotion, which enhances their perceived value and results in ultimate consumer behavior (Jochen & John, 1999) . Thus, surrounding factors influence the public's perceived value of the spots (Baker et al., 2002) . Bigne et al. (2001) and Wu & Huang et al. (2015) demonstrated that when tourists' preference for the surroundings of certain regions is more significant, their evaluation on the quality of the places will be higher. Baker (2006) stated that consumers' positive interaction with surroundings positively influences experiential value -that is to say, when tourists identify with surroundings of the region, their perceived value of the place is higher. Thus, surroundings and situational design factors are the key successful conditions of the service industry (Baker, Parasuraman, Grewal, & Voss, 2002) . Based on the above, positive surroundings result in consumers' higher perceived value. Thus, when the atmosphere created by the surroundings of cultural and creative landmarks in different regions meets people's expectation, it will trigger their emotional value perception (Babin, Darden, & Griffin, 1994) . Thus, this study constructs the hypothesis below.
H1: When the surroundings of cultural and creative landmarks are more popular, their perceived value will be higher.
Relationship between Landmark Characteristics and Perceived Value
Regional image tends to be conceived as a key factor of tourists' quality perception and revisit intention, and it can be employed to infer tourists' perceived value of the area (Keller, 1993; Agarwal & Teas, 2004) . When regional image has more characteristics or is more different, people perceive the unique and memorable aspects, and thus their perceived value is higher (Wu & Huang, 2015; Schmitt, 1999) . When tourists' perceived value of certain region is higher, it enhances their visit intention (Romaniuk & Sharp, 2003) .
It is thus inferred that differential characteristics of cultural and creative landmarks draw people's attention and even reinforce perceived value and visit intention. According to benefit dimensions proposed by Park, Jaworski, & MacInnis (1986) , this study generalizes 3 landmark characteristics of functional benefit, symbolic benefit, and hedonic benefit for the discussion. Thus, it argues that when cultural and creative landmarks of different regions are based on: 1) functional benefit: it provides people with the place for leisure activities; 2) symbolic benefit: it satisfies the interaction between individuals and groups and enhances life quality and self-satisfaction; 3) hedonic benefit: it satisfies individuals' expected playfulness, diverse activities, and excitement in life, they can enhance the public's perceived value. Based on the above, the next hypothesis is shown below.
H2: When the characteristics of cultural and creative landmarks are more popular, perceived value will be higher.
Relationship between Marketing Activities and Perceived Value
The purpose for holding marketing activities in regions is to allow tourists to perceive the stimulus after participating in the activities, which results in identification. It can also enhance their perceived value (Schmitt, 1999) . Based on this concept, successful marketing activities of cultural and creative landmarks will result in tourists' identity and attachment with the regions, and they become live advertising, thus enhancing the intention to interact with the region (Turner, 2001) . When unique and stylish experiences are created in the marketing activities of cultural and creative landmarks, tourists' perceived value will be upgraded. Hu & Ritchie (1993) also demonstrated that tourists' perceived value of destinations derives from satisfaction, view, and cognition with the marketing activities provided. Thus, it is inferred that the marketing activities of cultural and creative jms.ccsenet landmarks constructs H3: When be higher. Management and Sustainability Vol. 7, No. 3; This study treated the public in Taiwan as subjects. For the concern of effect of the questionnaire, the subjects must be at least 18 years old. This study conducted convenience sampling by distributing the questionnaires manually. The questionnaire survey was given to tourists who had visited any of the cultural and creative parks in the 3 regions above. In total, 600 questionnaires were distributed for the following analysis.
Relatio
Research Results
Reliability and Validity Analysis of Questionnaire
After the formal questionnaire survey, this study deleted 22 invalid questionnaires and obtained 578 valid ones, for a valid return rate of 96.33%. For the concern of questionnaire reliability, the study conducted reliability and validity analysis on all dimensions. Through Cronbach's α, correlation analysis, and factor analysis, it measured reliability and validity of questionnaire. According to the outcome, Cronbach's α of the dimensions is higher than 0.7 (Nunnally, 1978) , and the item to total correlation coefficients are above 0.5 (Kerlinger, 1978) . This demonstrates that total reliability of the scale is good. This study tested convergent validity of the questionnaire by factor analysis. According to the analysis, the eigenvalues of dimensions are higher than 1, and the cumulative explained variance is above 50%. Factor loading of the variables in each dimension is higher than 0.5. Thus, the questionnaire exhibits convergent validity (Kaiser, 1958) .
According to analysis of this study, the CR of the latent variables of each dimension is 0.8738~0.9405, and they are higher than 0.6. This illustrates good internal consistency of the dimensions. Moreover, the AVE of latent variables is 0.5431~0.7601, or higher than 0.5. It means that items in all dimensions reveal a high degree of consistency (Fornell & Larcker, 1981 ) (see Table 1 ). 
Confirmatory Factor Analysis
In order to validate efficiency of the dimensions, this study adopts AMOS to conduct Confirmatory Factor Analysis (CFA) on the measurement models for the characteristics, surroundings, marketing activities, perceived value, and regional attraction of cultural and creative landmarks. According to Carmines & MacIver (1981) , model fit measures must meet the following standard: ratio of chi-square value and freedom ≤ 3; RMR (Root mean square residual) and RMSEA (Root mean square error of approximation) are lower than 0.05; and GFI (Goodness of fit index), AGFI (Adjusted goodness of fit index), NFI (Normed fit index), and CFI (Comparative fit index) are higher than 0.9 (Bagozzi & Yi, 1988; Joreskog & Sorbom, 1989) . Thus, this study judges the model fit. According to the analytical results, for the model fit measures, χ 2 /df is 2.985, GFI is 0.901, AGFI is 0.897, NFI is 0.940, RFI is 0.919, CFI is 0.957, RMSEA is 0.045, and RMR is 0.053. Hence, model fit is acceptable -that is to say, the indicators reveal construct validity and measurement efficiency.
Linear Structural Model Analysis
This study analyzes the linear structural relationship model through AMOS in order to recognize causal relation and correlation among the variables. According to the previous standard, it validates model fit. The analytical result reveals that GFI, AGFI, NFI, RFI, and CFI are 0.914, 0.895, 0.938, 0.924, and 0.958, respectively;  RMSEA and χ 2 /df are 0.046 and 2.388. The outcome meets the standard of good model fit. Thus, the fitness of the structural model is also positive. It shows that the model is acceptable. Based on the analytical result of the correlation among the dimensions, except for the path of the effect of marketing activities on perceived value (H3), which does not support the original hypothesis, the effects of the other paths are significant. Thus, H1, H2, and H4 are supported (see Table 2 ). 
Conclusion and Suggestions
Research Results and Discussion
This study respectively selected one cultural and creative landmark that represents Taipei, Taichung, and Kaohsiung of Taiwan (Taipei Songshan Cultural and Creative Park, Kaohsiung Pier-2 Art Center, and Taichung Cultural and Creative Industries Park) as the targets. It explored tourists who had visited any of these landmarks in order to analyze the effects of the characteristics, surroundings, and marketing activities of these cultural and creative landmarks on the public's perceived value and regional attraction, which helped construct the correlation model. By an in-depth study on cultural and creative landmarks, it constructed a new conceptual model and efficient measures and questionnaire scales for academia. They can also serve as important information for a marketing strategy's regional construction and planning.
Research Results:
1) When the surroundings of cultural and creative landmarks are more popular, the public's perceived value is higher; that is to say, natural landscape, public recreational facilities, and historic relics form the overall environmental view for people and influence tourists' emotion and people's value perception (Bitner, Barnes, & Ward, 1992; Wu & Zheng, 2014) . Therefore, positive surrounding is the key factor for the public's perceived value of cultural and creative landmarks, and it is the most effective one. Thus, the dimension is critical.
2) When characteristics of cultural and creative landmarks are more popular, the public's perceived value is higher; that is to say, when there are recreational functions, entertainment, social education, and regional symbol in cultural and creative landmarks, they meet the functional benefit, symbolic benefit, and experiential benefit proposed by Park, Jaworski, & MacInnis (1986) . Thus, tourists' perceived value can be enhanced.
3) Marketing activities of cultural and creative landmarks do not reinforce tourists' perceived value. The outcome does not support the original hypothesis. The reason could be in that there are not many marketing activities in cultural and creative landmarks of different regions, and they are not regular. They do not impress the tourists. Therefore, the effect is insignificant. This phenomenon can be further explored.
4) When the public's perceived value of cultural and creative landmarks is higher, regional attraction is also higher; it shows that people's perceived value of cultural and creative landmarks is the key moderator to enhance regional attraction. When perceived value is higher, people's future visit intention, revisit intention, residential intention, and recommendation to others are strengthened. This promotes local tourism development. Therefore, it is extremely important to increase the public's perceived value of cultural and creative landmarks.
Managerial Implications
According to research findings, the surrounding factor is the most effective key to enhance the public's perceived value of cultural and creative landmarks. Therefore, in order to increase their perceived value, the government or related authorities should strengthen the planning of the surrounding areas, such as the design of unique buildings and landscape, design excellent public construction and transportation services, and properly utilize original historic relics and stories.
Characteristics of cultural and creative landmarks are also the factors to enhance the public's perceived value. Therefore, how to reinforce the unique features is critical. For instance, the diversity of content of cultural and creative parks should be enhanced. Their unique appearance and memorable image should also be reinforced.
Marketing activities of cultural and creative landmarks in different regions currently do not trigger tourists' value perception. Thus, they should more frequently hold impressive experiential activities that will result in tourists' positive impression and reinforce perceived value. For instance, instruction and the practice of drawing posters in cultural and creative landmarks and landmark model fabrication allow tourists to acquire products by DIY (do-it-yourself), thus enhancing experiential value.
Research Limitations and Suggestions
This study treats tourists who have visited any of the 3 cultural and creative landmarks as subjects in order to probe into the effects of independent variables such as characteristics, surroundings, and marketing activities of cultural and creative landmarks on the public's perceived value and regional attraction. It also constructs the relationship model and obtains the most effective dimension. The subjects filled in questionnaires according to their experience in one of the cultural and creative landmarks. Errors due to different targets are inevitable. Therefore, future research can separately conduct various analyses on the 3 cultural and creative landmarks in order to probe into any differences and any similarity of characteristics as well as the structural relationship models of diverse cultural and creative landmarks.
